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ABSTRACT
Media diversity studies regularly invoke the notion of marketing images as
mirrors of racism and sexism. This article develops a higher-order concept
of marketing images as “mirrors of intersectionality.” Drawing on a seven-
dimensional study of coverperson diversity in a globalizing mediascape,
the emergent concept highlights that marketing images reflect not just
racism and sexism, but all categorical forms of marginalization, including
ableism, ageism, colorism, fatism, and heterosexism, as well as
intersectional forms of marginalization, such as sexist ageism and racist
multiculturalism. Fueled by the legacies of history, aspirational marketing
logics, and an industry-wide distribution of discriminatory work,
marketing images help to perpetuate multiple, cumulative, and enduring
advantages for privileged groups and disadvantages for marginalized
groups. In this sense, marketing images, as mirrors of intersectionality,
are complicit agents in the structuration of inequitable societies.
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Introduction
The conceptual metaphor of marketing images as mirrors of contemporary social values is regularly
invoked in media diversity studies. For instance, one line of inquiry describes marketing images as
mirrors of racism, highlighting the misrepresentation and underrepresentation of African, Asian,
Latino, Middle Eastern, and Native-American people (Ahmed and Matthes 2016; de Ortego y
Gasca 1978; Durrheim et al. 2005). In parallel, another line of inquiry describes marketing images
as mirrors of sexism, highlighting the domestication and sexualization of women (Collins 2011;
Eisend 2010; Grau and Zotos 2016), in contrast to the evolution of hegemonic masculine archetypes
(Draper 2012; Schroeder and Zwick 2004; Thomas 2013).
Integrating these parallel lines of inquiry, we develop a higher-order concept of marketing images
as “mirrors of intersectionality,” wherein intersectionality is defined as the matrix of all sociohisto-
rical identity hierarchies in a society (Collins 1990; Crenshaw 1991; Gopaldas 2013). One meaning of
the emergent concept is that marketing images reflect not just racism and sexism, but all categorical
forms of marginalization, including ableism, ageism, colorism, fatism, and heterosexism. Another
meaning of this concept is that marketing images also reflect intersectional forms of marginalization
including sexist ageism and racist multiculturalism, which only impact doubly marginalized inter-
sections such as women over 40 and foreigners of color. These latter forms of marginalization are
systematically overlooked in prior unidimensional studies of media diversity (Gopaldas and
DeRoy 2015).
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To generate empirical support for our conceptualization of marketing images as mirrors of inter-
sectionality, we draw on a seven-dimensional study of magazine coverperson diversity in India’s glo-
balizing mediascape. This study reveals many curious patterns of underrepresentation and
misrepresentation. For example, while men over 40 are popular coverpersons, women over 40 are
not. Similarly, while White foreigners are popular coverpersons, Black, East Asian, and Middle East-
ern foreigners are not. Mature and non-lean coverpersons, if represented at all, are denied typical
solo covers. Instead, they are grouped into ensembles of young and lean coverpersons. These quan-
titative and qualitative findings are summarized in Tables 1 and 2 and satirized in Figures 1–6.
Following our empirical analysis, we discuss the manifestations, causes, and consequences of the
emergent concept. Specifically, we tackle three theoretical questions:
Q1. Manifestations: in what ways are marketing images “mirrors of intersectionality,” or what are the concep-
tually distinguishable patterns of marginalization across contexts?
Q2. Causes: why are marketing images mirrors of intersectionality, or what are the structural forces that yield
such images?
Q3. Consequences: why does it matter if marketing images are mirrors of intersectionality, or what are the struc-
tural consequences, and for whom?
In response to the first question, we show that marketing images function as mirrors of intersec-
tionality by reflecting four distinct forms of marginalization: categorical underrepresentation, categ-
orical misrepresentation, intersectional underrepresentation, and intersectional misrepresentation.
Second, we contend that marketing images are mirrors of intersectionality owing to a vicious circle
of social and commercial forces, including the legacies of history, aspirational marketing logics, and
an industry-wide distribution of discriminatory work, all of which collectively foster cultural inertia.
Third, we explain how marketing images help to perpetuate multiple, cumulative, and enduring
advantages for already privileged intersections, and multiple, cumulative, and enduring disadvan-
tages for already marginalized intersections. In sum, we propose that marketing images, as mirrors
of intersectionality, are complicit agents in the structuration of inequitable societies.
The remainder of this article proceeds as follows. The first section delineates three research trends
in media diversity studies to position the current empirical study. The second section elaborates the
research context, data selection, and interpretation procedures. The third section reports the findings
of the study to build support for the emergent concept of marketing images as mirrors of intersec-
tionality. The fourth section discusses the manifestations, causes, and consequences of the emergent
concept, as well as the article’s limitations, opportunities, and conclusions.
Trends in media diversity studies
The representation of diversity in the media is a major concern across the social sciences because
the media tend to reproduce historical stereotypes, distort people’s perceptions of their fellow
humans, and thus cultivate structural advantages for some and disadvantages for others (Ross
and Lester 2011). To this day, this multidisciplinary field of research remains disproportionately
focused on representations of gender in American and other Western mediascapes (Collins 2011;
Eisend 2010; Grau and Zotos 2016; Schroeder and Borgerson 1998; Sheehan 2013). At the same
time, three major trends in the spirit of greater inclusion have been gradually reshaping the field.
From gender to less-examined dimensions of diversity
One long-term trend in media diversity studies has been the gradual dispersion of research attention
from gender to less-examined dimensions, such as age (e.g. Peterson 1992), body type (e.g. Fay and
Price 1994), race (e.g. Mastro and Stern 2003), physical ability (e.g. Dawn 2014), sexual orientation
(e.g. Draper 2012), and skin color (e.g. Li et al. 2008). Following the rise in identity-based social
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movements in the latter half of the twentieth century, media diversity studies have been lending
greater recognition to the representation of various historically marginalized groups, including
people of color, people with disabilities, and lesbian, gay, bisexual, and transgender [LGBT] people.
Yet, as Black feminist thinkers have long observed, the experiences of people who are marginalized
on two or more dimensions (e.g. African American women, Latinas with disabilities, LGBT Mus-
lims) tend to be neglected by unidimensional social movements (Collins 1990) as well as unidimen-
sional research designs (Gopaldas 2013), an observation that points to the next trend.
From unidimensional to intersectional methods
A second, recent trend in media diversity research has been a methodological shift from unidimen-
sional to intersectional approaches (Gopaldas and DeRoy 2015), inspired by Black feminist thought
(Collins 1990; Crenshaw 1991). While unidimensional research examines diversity across one
dimension of diversity at a time, resulting in faulty overgeneralizations, intersectional research exam-
ines diversity across two, three, or more dimensions at once, resulting in more accurate conclusions
(Gopaldas and DeRoy 2015). For example, while unidimensional studies on age and ageism in the
media imply that all older adults are underrepresented in the media, pioneering intersectional studies
on age, gender, and race show that doubly marginalized intersections, such as older women and older
ethnic minorities, are disproportionately underrepresented in contrast to singly marginalized inter-
sections, such as older men and older ethnic majorities (Gopaldas and DeRoy 2015; Harwood and
Roy 1999; Roy and Harwood 1997).
From developed to developing market contexts
A third major trend in media diversity studies is the internationalization of research attention from
developed Western markets to developing markets in the Global South (Iqani 2016). Recent litera-
ture reviews indicate a growing interest in developing markets, such as China and India, alongside a
continued interest in developed markets, such as the US and the UK (Collins 2011; Eisend 2010;
Grau and Zotos 2016). Studies in developing markets often focus on cross-cultural differences
between the developing market and the US (e.g. Harwood and Roy 1999; Khairullah and Khairullah
2009; Raman et al. 2008), reinforcing US dominance in the media diversity research. The most
powerful findings to emerge from the internationalization of research contexts are the global simi-
larities in gender stereotyping. For instance, Eisend’s (2010) recent meta-analysis of global studies
reveals that women are, on average, 3 times more likely than men to be featured as product users
rather than authority figures, 3.5 times more likely to be placed in domestic versus workplace set-
tings, and 4 times more likely to be cast in supportive versus autonomous roles.
Empirical research aims
Situated at the nexus of these three research trends, this article’s empirical study examines media
diversity (1) across seven identifiable dimensions of diversity (age, body type, gender, physical abil-
ity, race, sexual orientation, skin color), (2) using an intersectional approach (Gopaldas and DeRoy
2015), (3) in one of the world’s largest yet overlooked markets (the Republic of India). We ask and
answer the following empirical questions: Which intersections are frequently and favorably rep-
resented? Which intersections are infrequently and unfavorably represented? And how exactly are
each of these visible intersections represented? These empirical findings build support for our con-
ceptualization of marketing images as mirrors of intersectionality.
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Methods
Broadly speaking, this study is a critical visual analysis of diversity (Schroeder 2006). More specifi-
cally, this study adopts an intersectional approach to diversity research (Gopaldas and DeRoy 2015).
The mission of such research is to recognize all members of the human family, especially those mem-
bers who are regularly stereotyped or rendered invisible in the media. Our research context, data set,
and interpretation procedures are discussed next.
Research context: the globalizing Indian mediascape
India is one of the world’s largest markets in demographic, economic, and media terms, yet one that
is rarely examined in media diversity studies (Eisend 2010). With a current population of 1.33 bil-
lion, just shy of China’s 1.38 billion (Worldometers 2016), India is estimated to become the world’s
most populated nation in less than a decade (United Nations 2015). To put this number in perspec-
tive, India’s population is about four times that of the US, where prior research has been dispropor-
tionately focused.
Furthermore, India’s economy is unique in that it is both among the world’s largest economies
and among the most rapidly growing economies (World Economic Forum 2016), leading some
economists to proclaim that “India is the new China” (Holmes 2016). Following the liberalization
of India’s economy in 1991, the Indian media industry, once limited to a few government-controlled
channels, was overtaken by multinational media. The rapid influx of global brands (e.g. Apple, Levi’s,
Vogue), media (e.g. BBC, CNN, MTV), and programs (e.g. Baywatch, Friends, Oprah) have been
reconfiguring the Indian imaginary with neoliberal values of individualism, economism, and consu-
merism (Varman and Belk 2008; Venkatesh 1994; Venkatesh and Swamy 1994).
India’s newly expanded media industry is second only to that of the US in its productivity and
reach (Punathambekar 2013). Bollywood, for example, releases twice as many movies as does Holly-
wood (Lorenzen and Täube 2008). These movies are not only locally released, but also captioned,
dubbed, and edited for foreign markets (Ranganathan 2015). Overlooking any population, economy,
or mediascape, let alone those as large as India’s, is antithetical to the inclusive spirit of diversity
research.
Dataset: Man’s World and Femina magazine covers (2012–2014)
Lifestyle magazines, and their covers, in particular, are popular data sources in media diversity
research for many reasons. Unlike alternatives, such as print, television, and Web advertising, life-
style magazine covers regularly feature people – and not just any people, but actors, athletes, business
leaders, models, musicians, and politicians, who represent the most admired, desired, and otherwise
celebrated persons in a society. For this study on Indian lifestyle media, our data set includes three
years of Man’s World covers (2012–2014, 36 covers, 41 coverpersons) and two years of biweekly
Femina covers (2013–2014, 56 covers, 75 coverpersons). For weblinks to the actual images analyzed,
see Appendix A. For satirical representations of these images, see Figures 1–6.
Published since 1959, Femina bills itself as “India’s leading women’s magazine brand that con-
nects with the Indian woman in every area of her life” (Femina 2016). It is India’s most widely
read women’s English-language magazine, but it is also published in Bengali, Hindi, and Tamil.
The magazine content focuses on beauty, fashion, health, relationships, and contemporary women’s
issues. Beyond publishing, the Femina brand also sponsors beauty contests, such as Look of the Year
andMiss India. No men’s magazine is quite as popular as Femina, butMan’s World is a leading con-
tender. Published since 2000, Man’s World is billed as “India’s first men’s luxury lifestyle magazine”
(Man’s World 2016). The magazine content focuses on apparel, entertainment, gadgets, sports, and
travel.
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On the newsstand,Man’s World and Femina compete with glocalized Western magazines, such
as Indian editions of GQ and Maxim in the men’s market and Cosmopolitan and Vogue in the
women’s market. In terms of content, however, both the Indian and glocalized Western magazines
feature the same pool of Indian and foreign celebrities, as well as similar headlines, content, and
advertisements. In terms of ownership as well, both sets of magazines are owned by the same inter-
woven network of multinational companies. Nonetheless, Man’s World and Femina are perceived
as more authentically Indian magazines, if only because their homegrown brands are indeed
unique to the Indian market.
Man’s World and Femina primarily target India’s growing, college-educated, English-speaking,
middle-class population. Nonetheless, these magazines, and especially their covers, reach a much
wider audience that cuts across many socioeconomic classes. Lifestyle magazine covers are viewed
not only by paying subscribers in private settings (Fung 2002) but also by non-paying consumers
who frequent magazine websites, newsstand displays, waiting rooms, and other public spaces
where magazines are displayed (Iqani 2013). As in Western popular culture, exceptionally beautiful,
original, and provocative magazine covers are discussed by commercial commentators in televised
news and everyday consumers on social media. Furthermore, both magazines are also circulated
in secondary discounted markets broadening their reach to the working classes.
Interpretation procedures: intersectional quantitative and qualitative analyses
Two research assistants, both familiar with Indian celebrities, codedMan’s World and Femina cover-
persons on seven identifiable dimensions of diversity using established categories in prior research
(Gopaldas and DeRoy 2015; Li et al. 2008; Roy and Harwood 1997; Signorielli 2004; Thomas 2013).
Discrepancies between coders were resolved by the authors.
(1) Age: Coverpersons over 40 were coded as “mature” and the rest as “young.”
(2) Body type: Coverpersons with plump arms, bellies, or faces were coded as “non-lean” and the
rest as “lean.”
(3) Gender: Coverpersons were coded as either “male,” “female,” or if publicly identified as such, as
“transgender,” “intersex,” or “genderqueer.”
(4) Race: Coverpersons were coded as either “Indian” or “foreign.” Foreign coverpersons were also
sub-coded as “East Asian,” “Middle Eastern,” “Black,” or “White.”
(5) Skin color: Indian coverpersons were sub-coded as relatively “light” or “dark,” depending on
their manifest skin color on the magazine cover.
(6) Physical ability: Coverpersons with visible physical disabilities were coded as “people with dis-
abilities” and the rest as “able-bodied.”
(7) Sexual orientation: Coverpersons who publicly identify as “gay,” “lesbian,” or “bisexual” were
coded accordingly and the rest as “straight.”
Our quantitative and qualitative findings are summarized in Tables 1 and 2 and satirized in
Figures 1–6. The quantitative analyses are directly derived from pivot tables of the coding efforts,
but the qualitative analyses require further explanation. Per phase-wise protocols for intersectional
research (Gopaldas and Fischer 2012), we conducted analytic discussions of our data set in three
cyclical phases of analysis: categorical, intersectional, and comparative.
In the categorical phase, we recorded observations about each visible category (e.g. men). In the
intersectional phase, we recorded observations about the visible intersections of these categories (e.g.
young lean light-skinned Indian men). In the comparative phase, we focused on contrasting the
intersections in all possible ways (e.g. across ages, across body types, across genders, etc.).
In each phase of analysis, we were inspired by Schroeder’s (2006) guidelines for critical visual
analysis to attend to all visually discernible features of the coverpersons, including, for example,
their clothing (e.g. Indian vs. Western), expressions (e.g. friendly vs. formal), framing (i.e. close-
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ups vs. full-body shots), occupations (e.g. anonymous models vs. celebrated actors), and poses (e.g.
formal vs. casual). Key insights from these three phases of analytic discussion are reported in the
following sections.
Findings
In contrast to unidimensional research, intersectional research is complex to conduct, document,
and even read (Brewer, Conrad, and King 2002; Gopaldas and DeRoy 2015; McCall 2005). Each
additional dimension increases the complexity of a study, not just linearly, but exponentially
(McCall 2005). In pursuing an especially complex seven-dimensional study, we took solace in
the observation that “intersectional research is cumbersome, but its relatively complex conclusions
are more inclusive, precise, and radical” (Gopaldas and DeRoy 2015, p. 333). Furthermore, to
reduce the complexity of reading our findings, we begin with a brief overview, followed by detailed
analyses of each privileged and marginalized intersection. The purpose of these analyses is not to
critique the specific context, but to build support for the general concept of marketing images as
mirrors of intersectionality.
General overview
Tables 1 and 2 summarize our quantitative and qualitative analyses in terms of the five dimensions
along which there is at least some diversity to report, namely age, body type, gender, race, and skin
color. Key findings are summarized below:
. Most coverpersons are young in age (see Figures 1 and 2), artificially light-skinned (see Figure 3),
and lean in body type (see Figure 4), reproducing global patterns of ageism (Gullette 2011), color-
ism (Hunter 2007), and fatism (Raisborough 2016) in media and society.
. Among the portrayals of young, lean, and light-skinned coverpersons, portrayals of men empha-
size business casual style and career success (see Figure 1), while portrayals of women emphasize
their high-fashion apparel and embodied beauty (see Figure 2), echoing global patterns of media
sexism (Collins 2011; Eisend 2010; Grau and Zotos 2016).
. Transgender people are categorically invisible, reproducing systemic genderism and transphobia
in India and the West (Arune 2006; Menon 2009; People’s Union for Civil Liberties 2003).
. Mature and non-lean coverpersons, if featured at all, are denied typical solo covers (see also Roy
and Harwood 1997; Taylor and Stern 1997; Weber and Carini 2013). Instead, they are grouped
into ensembles of 3–5 young and lean coverpersons on special issue covers (see Figure 4).
. Men over 40 years of age are featured often, whereas women over 40 are not (see Figure 5), indi-
cating sexist ageism, an intersectional form of marginalization that exclusively targets mature
women (Dolan and Tincknell 2013; Gullette 2011; Maurer 2013).
. Magazine covers feature several foreign coverpersons from around the world (e.g. Argentina, Fin-
land, Germany), but only White foreigners, not Black, East Asian, or Middle Eastern foreigners,
evincing a curiously racist form of multiculturalism (see Figure 6).
The dimensions of physical ability and sexual orientation are not included in Tables 1 and 2
because there is no diversity to report along these two remaining dimensions.
. People with disabilities are categorically invisible, reproducing systemic ableism in global media
(Campbell 2009) as well as longstanding prejudice in Indian society, partly fueled by grotesque
stereotyping in Bollywood movies (Dawn 2014; Pal 2013).
. Openly gay, lesbian, and bisexual people are categorically invisible, reproducing systemic hetero-
sexism in global media (Draper 2012; Steiner, Fejes, and Petrich 1993) as well as religiously fueled
anti-gay policies in contemporary India (Bhowmick 2013; Parthasarathy 2016).
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Simply put, privileged categories and intersections are represented frequently and favorably, while
marginalized categories and intersections are represented infrequently and unfavorably, if they are
represented at all. In this manner, marketing images are mirrors of intersectionality.
The frequent and favored intersections on Man’s World covers
The most frequently visible intersection on Man’s World covers is young, lean, and light-skinned
Indian men (37%). A mix of Bollywood actors and top Indian athletes, these covermen are portrayed
as stylish and successful men of the world using numerous textual and visual cues (see Figure 1).
Their clothes are global business casual staples (e.g. gray and navy blue suits, leather jackets, and
sport coats; collared polo or dress shirts; and ties or open collars), not traditional Indian attire.
What makes these covermen appear stylish is their confident expressions, graceful postures, pro-
fessional grooming, and display of current fashion trends: slim-fit clothes, upturned collars, and
kempt stubble on their faces. The cover headlines emphasize career success: “Aditya Roy Kapoor,
From Sidekick to Superstar,” “Leander Paes on…How He Keeps Winning,” and “Virat Kohli,
The King in Waiting.” In essence, Man’s World covermen are represented like Western covermen
(Gopaldas and DeRoy 2015), associating career success with style to promote apparel, accessories,
and personal care products.
Another highly visible intersection on Man’s World covers is mature, lean, and light-skinned
Indian men (22%). Unlike Western men’s media, which rarely feature mature persons (Peterson
1992; Roy and Harwood 1997),Man’s World has an unusually high proportion of mature covermen,
suggesting that male ageism is muted in India, although as we shall see, female ageism is not (see
Figure 5). One minor point of distinction between portrayals across differently aged men is that
the mood conveyed by mature covermen is noticeably more formal than those of their young
Table 2. Intersectional patterns of representation on Femina covers (2013–2014).
Total: 75 Coverpersons
Young Mature
Lean Non-lean Lean Non-lean
Male Indian Light 5% Stylish Invisible 3% Supportive Invisible
Dark Invisible Invisible Invisible Invisible
Foreign White Invisible Invisible Invisible Invisible
Non-White Invisible Invisible Invisible Invisible
Female Indian Light 80% Beautiful, Fashionable 3% Notable (grouped) 1% Beautiful 4% Notable (grouped)
Dark 4% Beautiful, Fashionable Invisible Invisible Invisible
Foreign White Invisible Invisible Invisible Invisible
Non-White Invisible Invisible Invisible Invisible
This table can be read as follows: young, lean, and light-skinned Indian women account for 80% of Femina coverpersons. Percen-
tages may not add up to 100% because of rounding.
Table 1. Intersectional patterns of representation on Man’s World covers (2012–2014).
Total: 41 Coverpersons
Young Mature
Lean Non-lean Lean Non-lean
Male Indian Light 37% Stylish, Successful Invisible 22% Formal, Successful 2% Notable (grouped)
Dark 5% Rugged Invisible Invisible Invisible
Foreign White 17% Star Athletes Invisible 10% Star Actors Invisible
Non-White Invisible Invisible Invisible Invisible
Female Indian Light 5% Sexy Invisible 2% Sexy Invisible
Dark Invisible Invisible Invisible Invisible
Foreign White Invisible Invisible Invisible Invisible
Non-White Invisible Invisible Invisible Invisible
This table can be read as follows: young, lean, and light-skinned Indian men account for 37% of Man’s World coverpersons. Per-
centages may not add up to 100% because of rounding.
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Figure 1. Business casual style and career success: themes emphasized on men’s magazine covers.
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Figure 2. High-fashion apparel and embodied beauty: themes emphasized on women’s magazine covers.
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Figure 3. Make Brown people White: institutionalized colorism on magazine covers in globalizing mediascapes.
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Figure 4. Hide the fat: institutionalized fatism on magazine covers in globalizing mediascapes.
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Figure 5. No women over 40: sexist ageism on magazine covers in globalizing mediascapes.
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Figure 6. No foreigners of color: racist multiculturalism on magazine covers in globalizing mediascapes.
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counterparts: their facial expressions are subdued, their bodily postures are stiffer, and their gray
suits are more traditional.
About 27% ofMan’s World covermen are foreign, White, and world-renowned actors or athletes.
While the young White men are star athletes (e.g. Michael Schumacher [German Formula One
racer], Lionel Messi [Argentinian footballer], Kimi Raikkonen [Finnish Formula One racer], Cris-
tiano Ronaldo [Portuguese footballer]), the mature White men are star actors (e.g. Christian Bale,
Daniel Craig, George Clooney, Leonardo DiCaprio). Like the young Indian covermen, these
White covermen are also portrayed as confident, relaxed, and stylish (see Figure 6).
The underrepresented and misrepresented intersections on Man’s World covers
Although Man’s World features several non-Indian men (27%), they are exclusively White, with the
exception of Neymar, a mixed-race Brazilian soccer player who is part Black and part White. In other
words, foreign men of color, East Asian, Middle Eastern, and Black men, are invisible (see Figure 6).
In the mid-twentieth century, this invisibility of foreign men of color could have been attributed to
the lack of non-White actors and athletes in Western popular culture. However, in the early twenty-
first century, there is no shortage of world-famous actors of color (e.g. Denzel Washington, Dwayne
Johnson, Morgan Freeman, Will Smith, Vin Diesel) or athletes of color (e.g. Tiger Woods [African
American golfer], Michael Jordan [African American basketballer], Kieron Pollard [Trinidadian
cricketer], Dwayne Bravo [Trinidadian cricketer], Didier Drogba [Ivorian footballer]), who are rel-
evant to the magazine’s readership.
Only two covermen appear to be dark-skinned. Both are young Indian athletes (cricketers) known
for their aggressive personas on and off the field. Whether these personological traits influenced the
decision to not lighten their skin on the cover of Man’s World cannot be assessed from these two
instances, but prior research on Western media indicates that dark-skinned men, especially Black
men, are more likely to be presented as aggressive than White men (Maddox and Gray 2002; Steven-
son 2007; Thomas 2013).
The only non-lean man of any age or race to grace a Man’s World cover is Narendra Modi, the
current Prime Minister of India. He shares a cover with three other lean men in a “Men of the Year”
issue. (Figure 4 depicts an analogous pattern in women’s magazines.) The representation of Mr.
Modi evinces a pattern of misrepresentation in that people from shunned categories such as “fat”
and “old” only grace lifestyle magazine covers if they are wildly successful (e.g. a prime minister;
Gopaldas and DeRoy 2015). Yet even when people from shunned categories are featured on maga-
zine covers, they are implicitly deemed too unworthy of solo covers and are often grouped with other
coverpersons of privileged categories (see also Roy and Harwood 1997; Taylor and Stern 1997;
Weber and Carini 2013).
Unlike Western men’s magazine covers that feature mostly women (e.g.Maxim), or a mix of men
and women (e.g. GQ), Man’s World covers feature mostly men (93%). One possible explanation is
that in a digital age of easily accessible online pornography, men do not need to purchase men’s
magazines for erotic images of women. Still, the few Man’s World coverwomen are nonetheless
highly sexualized, as evidenced by sensual poses, skimpy clothing, and sultry expressions (see also
Das 2000; Dwivedy, Patnaik, and Suar 2009; Kumari and Shivani 2012).
The frequent and favored intersections on Femina covers
The vast majority of Femina coverpersons are young, lean, and light-skinned Indian women (80%).
These coverwomen are primarily models (e.g. Esha Gupta, Nimrat Kaur, Shobhita Dhulipala) and
Bollywood actresses (e.g. Anushka Sharma, Kareena Kapoor, Priyanka Chopra) presented in the
esthetic mode of beauty queens and high-fashion supermodels (Parameswaran 2004; Reddy 2006;
Thapan 2004; see Figure 2). For instance, these women wear cutting-edge Western, Indian, and
hybrid fashions, in full-length to half-length body shots against plain color backgrounds, with
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muted emotions, poker faces, or Mona Lisa smiles. In these respects, Femina coverwomen are similar
to female coverpersons in Western fashion magazines, such as Vogue. In contrast to Western cover-
women, however, Femina coverwomen tend to show a bit less skin (e.g. less cleavage, less leg, less
torso).
Femina coverwomen, like Man’s World covermen, also seem confident, but not successful in the
careerist sense. With an unmistakable emphasis on haute couture, meticulous grooming, and stylized
postures, the only career path that Femina coverwomen visually embody is that of the heroic Indian
beauty queen (Parameswaran 2004; Reddy 2006; Thapan 2004). Femina covers are saturated with
headlines emphasizing beauty and fashion: “Everything Fashion,” “Shopping Around,” and “430
Fresh Beauty Ideas.” Even when a cover story or special issue is expressly about career success
(e.g. “The Power Issue”), the headline emphasizes appearance: “Power is sexy, and so is Priyanka
Chopra, our covergirl.”
It is also noteworthy that contemporary Femina coverwomen are not represented as homemakers
or mothers (Dwivedy, Patnaik, and Suar 2009; Khairullah and Khairullah 2009; Kumari and Shivani
2012). None of the covers in the data set feature children or domestic backgrounds. Maternal arche-
types only seem to be featured in the magazine’s advertisements, which are more directly linked to
the sale of consumer packaged goods.
The only Femina coverpersons who are not Indian women are a mix of young and mature Indian
men, all lean and light-skinned. The portrayals of these men on Femina covers are akin to their por-
trayals on Man’s World: confident, relaxed, stylish, and successful. A noteworthy observation, how-
ever, is that Femina’s mature Indian covermen are portrayed as supportive of women. For instance,
Aamir Khan, a famous Bollywood actor, television personality, and progressive political voice, is
billed as “India’s biggest Feminist,” for “being fine with his daughter entering films, his wife taking
the lead at work, and knowing what’s wrong with Indian men.” In a less explicitly feminist vein,
Milind Soman, an Indian actor, model, and fitness advocate, is depicted in a tender embrace with
his significant other, Shahana Goswami. The unusual representation of a couple is neither hierarch-
ical nor sexual, but evocative of gender equality and mutual affection.
The underrepresented and misrepresented intersections on Femina covers
Femina covers featuringmature and/or non-lean coverwomen are rare and peculiar. Unlike the young
and lean majority of coverwomen, mature and/or non-lean coverwomen are almost exclusively fea-
tured on special issue covers as notable “Winners” of Femina awards for their creative accomplish-
ments or social initiatives (similar to “Men of the Year” in Man’s World). These “Winners,” like
non-lean covermen on Man’s World, are dressed in less fashionable, more traditional clothes.
While their creative and social impacts are noteworthy, their mature and non-lean bodies are deemed
unworthy of Femina’s high-fashion esthetic. Moreover, mature and non-lean women are not granted
regular solo covers; rather, they are grouped with young and lean women (see Figure 4).
In contrast toMan’s World, which includes numerous Indian and foreign coverpersons, the Fem-
ina data set includes exclusively Indian coverpersons. One possible reason for the lack of foreign cov-
erpersons might be that the sheer dominance of local Bollywood stars diminishes the otherwise
strong appeal of global Hollywood stars. Li et al. (2008) propose a similar explanation for their find-
ing that skin care advertisements in India feature a far greater proportion of local models (82%) than
those in Hong Kong, Japan, or Korea. Another possible reason for the lack of foreigners on Femina
covers might be that Femina publishers intentionally leave coverage ofWhite celebrities to the Indian
editions of Cosmopolitan, Glamour, and Vogue as a nationalistic brand differentiation strategy.
Discussion
Our findings offer initial empirical support for the concept of marketing images as mirrors of inter-
sectionality. Accordingly, we now turn our attention to the generalizable manifestations, causes, and
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consequences of the emergent concept. Tackling these concerns helps us recognize that marketing
images are both shaping and shaped by multiple, cumulative, and enduring advantages for privileged
groups and disadvantages for marginalized groups. In other words, marketing images, as mirrors of
intersectionality, are complicit agents in the structuration of inequitable societies.
Manifestations: in what ways are marketing images mirrors of intersectionality?
Marketing images function as mirrors of intersectionality by reflecting four distinct patterns of mar-
ginalization in society: (1) categorical underrepresentation, (2) categorical misrepresentation, (3)
intersectional underrepresentation, and (4) intersectional misrepresentation. While categorical pat-
terns of marginalization have long been documented in unidimensional studies of media diversity,
intersectional patterns of marginalization are less apparent and have only recently been subjected to
systematic study. Accordingly, we lend more attention to the latter.
Categorical underrepresentation refers to the invisibility or infrequent representation of a group
defined by a single, historically marginalized category. In our study, for example, we note the invisi-
bility of people with disabilities, LGBT people, and people of African, East Asian, and Middle Eastern
descent.
Categorical misrepresentation, by contrast, is the stereotyping or otherwise inferior representation
of a group defined by a single marginalized category. A well-known pattern, also evidenced in our
data set, is that women are frequently portrayed as figures of beauty and sexuality, while men are
portrayed as figures of authority and productivity (Collins 2011; Eisend 2010; see Figures 1 and
2). As another example, on the rare occasion that people with disabilities such as visual impairments
and physical incapacities are represented in the media, their disabilities are grotesquely depicted as
forms of dependency, punishment, or sociopathy (Dawn 2014; Pal 2013).
Intersectional underrepresentation refers to the invisibility or infrequent representation of a group
defined by an intersection of two or more marginalized categories (Purdie-Vaughns and Eibach
2008). One instance in our data set is the near invisibility of mature women (see Figure 5). The
underrepresentation of mature women cannot be attributed to ageism or sexism alone because
the covers abundantly feature mature men and young women. A better explanation for the under-
representation of mature women is the combination of ageism and sexism, or sexist ageism, wherein
age-based discrimination only applies to women (Dolan and Tincknell 2013; Gullette 2011; Maurer
2013). The intersectional underrepresentation of mature women is not particular to our data set, but
a broader pattern evidenced in several other American and Indian studies of magazine covers, print
advertisements, and television commercials (Harwood and Roy 1999; Raman et al. 2008; Roy and
Harwood 1997).
Intersectional underrepresentation can also be seen in the exclusion of Black, East Asian, and
Middle Eastern foreigners in the data set (see Figure 6). This too is not limited to Indian media,
but an emerging pattern in globalizing mediascapes. In China, for instance, men’s magazines,
such as Bazaar Men’s Style, and women’s magazines, such as Chinese editions of Cosmopolitan,
Elle, and Marie Claire, all feature the occasional non-East-Asian coverpersons, but here too, the
foreigners are almost exclusively White, not Black, Middle Eastern, or South Asian. To put it bluntly,
even though India and China have long been trading partners, Indian lifestyle magazines do not fea-
ture Chinese coverpersons and likewise, Chinese lifestyle magazines do not feature Indian coverper-
sons, but both nations’ magazines generously feature White coverpersons. What accounts for these
peculiar patterns? Ethnocentric representational strategies – featuring Indian coverpersons for
Indian audiences and Chinese coverpersons for Chinese audiences – cannot account for these pat-
terns, because White foreigners are well-represented. A more convincing explanation of these
peculiar patterns is a combination of multiculturalism and racism, or racist multiculturalism.
Intersectional misrepresentation is the stereotyping or otherwise inferior representation of a group
defined by an intersection of two or more marginalized categories. As an instance of intersectional
misrepresentation, consider the infrequent portrayals of mature and/or non-lean women. On the
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rare occasions that these women are featured on the cover of Femina, they are subtly mistreated, or at
least treated differently: first, they are dressed in dowdier traditional clothing rather than cutting-
edge high-fashion; second, they are featured on special issue covers pertaining to social causes rather
than regular issues; and third, they are represented in groups with young, lean women rather than on
typical solo covers (see Figure 4). In this way, mature and/or non-lean women are represented as
though they are not deserving of the same quality of recognition that is granted to young and
lean women.
Intersectional misrepresentation can also be found in some other recent studies. For example,
Borgerson and Schroeder (2002) document howWestern marketing images evince racialized sexism
when they stereotype Hawaiian women as primitive and hypersexual. Gopaldas and DeRoy (2015)
highlight the overly “goofy” portrayal of young, fat men in contrast to the “formal” portrayal of
mature, fat men and the “stylish” portrayal of young, thin men (p. 346), evincing a subtle pattern
of youth-targeted fatism in the media. As a final example, Signorielli’s (2004) study of prime-time
television programs illustrates how young White characters are cast as emerging adults, while
young non-White characters are cast as children, evincing racialized ageism against children of color.
Causes: why are marketing images mirrors of intersectionality?
Marketing images are mirrors of intersectionality owing to a vicious circle of social and commercial
forces, including the legacies of history, aspirational marketing logics, and an industry-wide distri-
bution of discriminatory work, all of which co-produce cultural inertia. To start, each contemporary
identity structure (e.g. the one based on skin color) and its attendant form of marginalization (e.g.
colorism) has deep sociohistorical roots. For instance, colorism in India is typically attributed to cen-
turies of European and British occupations and more recently, to the global diffusion of Hollywood
movies and American television programs across the twentieth century (Li et al. 2008; Shankar and
Subish 2007; Jha and Adelman 2009). As a result of these powerful cultural forces, light skin in India
is regularly associated with higher social castes, an indoor lifestyle shielded from the sun, and mean-
ings such as beauty, purity, and divinity, while dark skin is associated with lower social castes, out-
door work under the sun, and meanings such as ugliness, filth, and deviance (Fernandez, Veer, and
Lastovicka 2011; Hussein 2010; Li et al. 2008; Parameswaran and Cardoza 2009; Shankar and Subish
2007).
However, the key mystery for us to solve is not why social forces have existed in history, but why
commercial forces amplify rather than mitigate these social forces. In a liberalized market economy,
such as India’s, one expects the marketing-media complex to pursue profit maximization by compe-
titively serving as many consumer segments as possible, so why would marketing images underre-
present and misrepresent so many of those consumer segments? We contend that the key market
logic at play is aspirational marketing, the practice of selling consumers a fantasy lifestyle that is
not based on peer reference groups, but aspirational reference groups positioned above them in exist-
ing identity hierarchies. Most aspirational marketing campaigns are decidedly amoral in their use of
already established hierarchies: if a society considers dark skin ugly and light skin beautiful, market-
ing images celebrate skin-lightening; conversely, if a society considers pale skin ugly and tan skin
beautiful, marketing images celebrate skin-tanning. In this recursive manner, existing identity hier-
archies inspire aspirational marketing images, which in turn reproduce the existing identity
hierarchies.
Another key component of our vicious circle thesis is that the everyday work of reproducing
sociohistorical identity hierarchies in marketing images is widely distributed across industry actors.
As a case in point, consider how Man’s World and Femina coverpersons in India come to be light-
skinned. Colorist preferences are embedded in institutionalized practices that inform every stage of
image production (see Figure 3). In the coverperson selection stage, editors tend to select light-
skinned coverpersons from an already light-skinned pool of celebrities and models (Li et al.
2008). In the photo shoot stage, make-up artists and photographers employ skin-lightening
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make-up and bright photo shoot lights to make brown skin appear several shades lighter in photo-
graphs (Dries 2016). In the editing stage, graphic designers further lighten brown skin using photo-
editing software (Reaves et al. 2004). Consumers, too, long exposed to light-skinned images and skin-
lightening advertisements come to internalize light skin tones as aspirational qualities, repeat these
preferences in consumer focus groups, and finance lightened images and lightening products via
consumption. With so many industry actors in play, there is no single industry actor to hold accoun-
table or easily correct. While some industry actors may be personally motivated to change the status
quo, their transformative capacities are heavily stymied by instrumental needs to satisfy their various
stakeholders. Moreover, transformative activities such as academic critique and consumer activism
are barely registered in the global marketing-media complex and painfully slow in effecting change.
Accordingly, even after decades of feminist and anti-racist critique, marketing images continue to
perpetuate racism, sexism, and intersectionality well into the twenty-first century, albeit in more
subtle ways.
Consequences: why does it matter if marketing images are mirrors of intersectionality?
Like any ubiquitous media, marketing images cultivate “stable, resistant, and widely shared assump-
tions, images, and conceptions,” shaping how people think, feel, and behave across social contexts
(Gerbner 1998, p. 191; Gopaldas 2014; Schroeder 2006). When marketing images are mirrors of
intersectionality, they cultivate biased assumptions, stereotyping images, and favorable or unfavor-
able misconceptions of particular intersections (see Figures 1–6). For the privileged intersections
who are frequently and favorably represented, marketing images help to perpetuate favorable con-
ceptions and structural advantages. Conversely, for the marginalized intersections who are infre-
quently and unfavorably represented, marketing images help to perpetuate unfavorable
conceptions and structural disadvantages. To illustrate these claims, we draw on a purposive
sampling of recent studies.
Most prior research on the structural consequences of media stereotypes are focused on race or
gender stereotypes, but a small and growing body of intersectional research focuses on the combined
impact of race and gender stereotypes. Gonzales, Blanton, and Williams (2002) demonstrate the
interaction of gender- and race-based stereotypes on task performance in diagnostic tests such as
the Scholastic Aptitude Test (SAT) for college admissions. Drawing on experiments among Amer-
ican college students, they show that when stereotypes of Latinos are activated, Latinos fair worse
than Whites. Analogously, when stereotypes of women are activated, women fair worse than
men. Finally, when stereotypes of Latinos and women are activated, Latino women (a.k.a., Latinas)
fair worse than White men, White women, and Latino men. In essence, Latinas, like other women of
color, face the “double jeopardy” (Beal 1970) of racism and sexism.
If mere, momentary activations of media stereotypes can have a measurable impact on task per-
formance, what is the impact of chronic media underrepresentation and misrepresentation on labor
markets? In a mix of both laboratory and field studies, Hekman et al. (2010) show that marginalized
intersections receive unfavorable subjective ratings even when they perform objectively as well as pri-
vileged intersections. For instance, they show that patients evaluate the performance of White male
doctors higher than non-White doctors and female doctors, even when the entire doctor–patient
interaction is scripted, rehearsed, and objectively equivalent across all actors. These disturbing find-
ings imply that non-White and female providers are less likely to be hired, promoted, and rewarded,
even when their work is objectively equivalent to their White male peers. Hekman et al. (2010) do
not examine the ratings of non-White female providers.
In a multi-organizational survey of workplace harassment, Berdahl and Moore (2006) demon-
strate both categorical and intersectional patterns of harassment. In line with prior discrimination
research, women experience more sexual harassment than men. Similarly, people of color experience
more racial harassment than Whites. In line with the double jeopardy hypothesis, when both racial
and sexual harassment are combined into an overall measure of workplace harassment, women of
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color experience more workplace harassment overall than White men, White women, and men of
color. Here again, women of color face disproportionate consequences at the intersection of racism
and sexism.
In this article, we have sought to integrate unidimensional lines of inquiry around racism or sexism in
themedia under anumbrella concept ofmarketing images asmirrors of intersectionality, but at the same
time, we must also recognize that different forms of marginalization do indeed yield different types of
consequences. For example, meta-analytic studies on the effects of fatism, heightism, sizeism, and
weightism in themedia demonstrate that “tall and slim” body ideals lead not only to job discrimination,
but also to body dissatisfaction, lower self-esteem, and behavioral disorders such as anorexia, overeating,
and excessive exercise (Barlett, Vowels, and Saucier 2008; Grabe, Ward, and Hyde 2008).
As another example, Western studies reveal a robust correlation between LGBT representations
in the media and attitudes toward LGBT people in society (Bonds-Raacke et al. 2007; Riggle, Ellis,
and Crawford 1996). Based on these studies, one could speculate that the categorical invisibility
of LGBT persons in Indian media contributes to the country’s anti-LGBT climate. The Indian
LGBT Workplace Climate Survey (2016) indicates that about half of India’s LGBT professionals
could be legally fired from their jobs for identifying as LGBT, only 4% of those surveyed receive
any sort of same-sex employee benefits, and Section 377 of the Indian Penal Code, which prohibits
“carnal intercourse against the order of nature” (p. 21), is sometimes used as a tool for blackmail,
primarily against gay and bisexual men.
One form of discrimination that affects virtually everyone who lives an average life span is media
ageism. Research on the social effects of media ageism show that the underrepresentation and mis-
representation of older people in television dramas leads elderly viewers to believe that they are a
“vanishing breed,” which includes beliefs that they are fewer in number, that their health is
worse, and that they do not live as long compared to older people two decades earlier – false beliefs
that contradict demographic data (Gerbner et al. 1980, p. 37). More broadly, ageism in the media
dampens collective human optimism about experiencing personal, occupational, and spiritual devel-
opment in later chapters of the life course.
Discrimination in the media often extends across generations, affecting marginalized groups well
beyond the life course of any one group member. For example, the general invisibility and occasional
stereotyping of Native Americans in American media homogenizes Native-American identity in col-
lective memory into a narrow set of faulty archetypes, corrupting their own self-understanding, lim-
iting their horizons of possibility, and keeping them “frozen in time” (Leavitt et al. 2015, p. 39).
Collectively, these aforementioned studies indicate that marketing images, as mirrors of intersection-
ality, help to perpetuate multiple, cumulative, and enduring advantages for privileged groups and
disadvantages for marginalized groups.
Limitations and opportunities for future research
The study of marketing images as mirrors of intersectionality is a cumulative enterprise in the sense
that no one study can consider all possible dimensions of diversity or market contexts.
One critical avenue for future research in the samemarket context pertains to cultural identities such
as caste (e.g. higher vs. lower castes), locality of origin (e.g. North vs. South India), and religion (e.g. Hin-
duism vs. Islam). To the best of our knowledge, our data set features a 90% Hindu majority, with about
5% Muslims and 5% Catholics. Given that India’s population is about 13% Muslim and 2% Christian
(Census of India 2016), these observations yieldmixed conclusions about the representation of religious
minorities. While Muslims seem to be underrepresented in our dataset, top Muslim stars in India (e.g.
Aamir Khan, Salman Khan, Shah Rukh Khan) routinely play Hindu and Muslim characters and are
widely accepted as model Indian men in commercials, movies, and news programs (Cayla 2008).
Another critical avenue for future research is exploring new and historically neglected market
contexts across the Global South. India may have unusual demographic, economic, and cultural sig-
nificance on the world stage, but if the mission of media diversity research is to foster greater
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inclusion, all markets should be examined regardless of their population size, level of development,
or global cache. More research is needed not only on other South Asian markets (e.g. Bangladesh,
Bhutan, Nepal, Pakistan, and Sri Lanka), but also on African markets (e.g. Egypt, Ethiopia, and
Nigeria), Middle Eastern markets (e.g. Jordan, Iraq, and Iran), and Southeast Asian markets (e.g.
Indonesia, Thailand, and Vietnam).
Lastly, we encourage greater methodological variety in media diversity studies. In terms of scope,
most prior research thoroughly analyzes one dimension (e.g. gender [men vs. women]; Eisend 2010)
or one category (e.g. men; Schroeder and Zwick 2004), which enables deep engagement with a single
issue. Alternatively, one can analyze the whole matrix – all possible intersections across all visible
dimensions – as we have done. This latter intersectional approach certainly has a weakness. If com-
pared to a deep reading of only one dimension, category, or intersection, it can appear relatively
superficial as only so much theoretical background and discussion can be granted to each of the
many dimensions, categories, and intersections.
However, the intersectional approachalso has a strength.Taking abroad lookat thewholematrix– all
possible intersections of age, body type, gender, physical ability, race, sexual orientation, and skin color –
we can now see hitherto unrecognized disparities across multiply privileged and marginalized intersec-
tions (for a summary, see Tables 1 and 2). Also, as the findings illustrate, an intersectional approach pre-
vents overgeneralizations aboutmen andwomen in general whenmost prior observations only apply to
very narrow intersections or subsets of men and women (Gopaldas and DeRoy 2015). Even the “null”
findings – all the gray intersections that are marked “invisible” in Tables 1 and 2 – produce value by
recognizing intersections that are routinely neglected in unidimensional research (Purdie-Vaughns
and Eibach 2008). To apprehend intersectional patterns of underrepresentation andmisrepresentation,
researchers must at least occasionally consider multi-dimensional research designs, large sample sizes,
and hybrid qualitative–quantitative interpretations that help account for the whole matrix of intersec-
tions in a society. What these types of studies may lack in unidimensional depth, they make up for in
the multi-dimensional inclusion of all members of the human family.
Conclusion
In this article, we have developed the concept of marketing images as “mirrors of intersectionality.”
One meaning of this concept is that marketing images reflect all categorical forms of marginalization,
including ableism, ageism, colorism, fatism, heterosexism, racism, and sexism. Another meaning of
the concept is that marketing images also reflect intersectional forms of marginalization, such as sex-
ist ageism and racist multiculturalism, which only impact doubly marginalized intersections such as
women over 40 and foreigners of color.
Exploring the many causes and consequences of the emergent concept highlights its larger socio-
logical significance. On the one hand, marketing images are fueled by the legacies of history, aspira-
tional marketing logics, and an industry-wide distribution of discriminatory work. On the other
hand, marketing images help to perpetuate multiple, cumulative, and enduring advantages for pri-
vileged groups and disadvantages for marginalized groups. In sum, marketing images, as mirrors of
intersectionality, are complicit agents in the structuration of inequitable societies.
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